Today, manager and personnel profiles are continuously changing and developing. Managers and personnel in the field of service marketing should improve themselves in line with the continuous change and development. It is a non-negligible fact that managers undertake instructional leadership roles and they hereby provide their personnel and themselves an opportunity for sustainable training. The purpose of the study is to examine the attitudes and perceptions of managers working in different fields of service marketing for the continuous training of their personnel regarding performance, success and service quality. Moreover, the relation between training and marketing communication was analyzed within the scope of the research. In this context, a two-part questionnaire was applied to a total of randomly selected 950 managers from different service sectors in Istanbul. Data of the questionnaire were analyzed with PASW Statistic 18 package program. Following the reliability analysis, Cronbach's alpha coefficient was found as 0.963. T test was used in independent samples and variables, and one-way ANOVA in comparisons with more than two groups. Besides Chi-Square tests were utilized for independency research. As a result of the research, it was concluded that 78% of the managers have stated continuous training as obligatory in service enterprises. It was observed that managers with high level of education are more conscious regarding providing training for personnel with the purpose of increasing the service quality. It was also determined that educational background of managers is an effective factor on evaluation of efficiency, performance and training and on believing that sales and marketing is the most important factor of communication.
INTRODUCTION
Today's organizations are in a continuous change in line with the necessities of the time in this changing and developing world. Today's organizations feel the need to increase learning and training opportunities of all personnel, notably managers and to provide them with the required information and skill. Leadership is on the table at this stage and helps personnel to determine their basic needs and to make them feel the necessary energy in order to meet these needs rather than pushing them towards a direction with control mechanism (Uslu, 2011: 419) .
In this sense, leaders' undertaking the instructional leadership roles focused mainly within the framework of instructional and training activities is of great importance in service sector just like in all fields. Organizations rank among the learning organizations today. It is a fact that realization of training activities within the organization by leaders will contribute to the increase in efficiency and performance of both organization and the personnel in the organization. Whether or not seeking profit, activities directed to increasing personnel's performance are frequently carried out in public or private service organizations in terms of providing quality service. Training activities rank first among these activities. The awareness of managers can be seen as one of the steps to be taken regarding the contributions of these trainings for the organization. Leaders taking this instructional leadership role and assuming the responsibility of this role will be in the position as the practitioners of activities for seeing a thing through and performance. Service is being marketed within the service sector via public or  Leaders firstly should prove that they are open to learning and development with their opinions and behaviors, and they should take an active role for the efforts in this aspect.  They should play the role of providing all the personnel with learning and development opportunities and be supportive.  By integrating the learning opportunities into daily routines, they should create a system in which personnel can find the opportunity of learning at any time  They should undertake the mission of spreading the importance of learning essential for other sections and the whole organization.
Instructional leadership is a type of leadership which was developed completely in line with the educational leadership (Tatliliogu and Okyay, 2012: 1048). If we assess the managers in the field of service marketing within the framework of behavioral dimensions of instructional leadership;
As instructional leaders, service marketing managers play a role in realization of mission and vision of the organization of which they are a member. They can provide an opportunity to determine the aims and objectives of the organization and to share within the organization. They can carry out the task of reviewing and evaluating the aims of the organization in parallel with the continuously changing and developing conditions. They have the required capacity regarding the training and applications about marketing. They always improve themselves concerning marketing strategies.
Service Marketing And Marketing Management
The concept of service which has been growingly analyzed as of 1700s with systematic and technical terms shows its face with different ways at all stages of our life as a natural result of the living together. Therefore, it is necessary to define the concept of service firstly (Sayim and Aydin, 2011: 246) .
The humanity lives in community by nature, communicates with each other and needs each other by social structure. So it is possible to mention the existence of services in all periods from the time when humanity existed until today (Bicer, 2007: 46) .
The concept of service is defined-with a simple definition-as abstract activity or benefit presented by an individual or institution to another individual or institution (Tarcan, 2001: 4) The service sector operating in various fields has a considerably important role as the development standard in economy. For instance in the welfare ranking made by The World Bank among 132 countries, a relation between their level of welfare and the weight of service sector draws the attention. Service sector on which it was highly laid emphasis following 1980s employs 55% to 75% of labor force in industrialized western countries (Zengin, 2005: 2) . As of the second half of the twentieth century, service sector has started to leave the other two sectors -agriculture and industry-behind both in developed and developing countries (Sayim and Aydin, 2011: 248) . Service sector is accepted as an indicator of development within the national economies. In recent 35 years, average increases up to 50% have been observed regarding the employer numbers in service sector of the USA and Japan. The importance of service sector and its weight in economy are gradually increasing in our country day by day. According to data of 2003, the share of service sector within GNP was 68.2% (Eleren and Kilic, 2007: 236-237) One of the concepts in service sector is marketing. At the end of the First and Second World Wars, owners and managers of companies saw the negative aspects of war marketing and changed their perspectives towards the market. They focused on what can be sold to consumers. So they developed a new movement of thought; a new perspective, a new philosophy and a new discipline which was called "marketing" (Islamoglu, 2000: 325-327) .
Marketing is a brand new discipline when thought as a professional research and practice discipline. It emerged as a research discipline in the USA in 1950s. It developed so fast in the following years and spread to many countries. Physical distribution, sales and sales management were emphasized until 1950 within the marketing context. However, such new concepts as marketing mix, marketing management, organizational marketing, social marketing, international marketing and service marketing were raised after 1960s, and the sense of marketing was enlarged (Altunisik et all. 2006: 8) .
Marketing means the operating activities in order to determine the demand, to stimulate, to satisfy, to meet the demand by keeping the products and services ready in the most efficient way and to make profit. This definition-like the other previous definitions-contains the profit-making institutions. In fact many non-profit charity institutions, universities, mosques and churches carry out marketing activities. These institutions try to accelerate their development by molding a public opinion in parallel with their aims and objectives. Therefore, marketing can be defined as the process of planning and application carried out for development, pricing, distribution and promotion of ideas, goods and services in order to realize the changes which will ensure reaching to individual and organizational objectives. This definition is the one involving non-profit organizations (Islamoglu, 2000: 325-327) .
The change for meeting the needs and demands of people lie behind the marketing subject. Marketing is defined in terms of business economics as: "planning and application process regarding development, pricing, distribution and promotion of ideas, goods and services that will meet the demands in order to realize the exchanges which will ensure reaching to business objectives" (Akdogan, 2011: 1) .
In this sense, service sector has become a field where marketing mentality has started to be widely used (Akdogan, 2011: 1) . A service enterprise is a place where the service is generally commercialized. Service enterprises can be defined as the industrial organizations primarily producing and selling service with the purpose of meeting the needs of others (Sayim and Aydin, 2011: 248) . Service marketing is accepted as a sub-discipline of science of marketing which is gradually developing and prospering day by day (Akdogan, 2011: 19) .
Service marketing has three main objectives. These are (Taskin and Buyuk, 2002:7) :  Economic objectives (increasing and improving service incomes, profitability and sales),  Business objectives (increasing its market share, profit maximization etc.),  Social objectives (employment, public benefit, environment and nature protection, development, increasing the level of living etc.).
Leadership behaviors of managers who have taken on important tasks in realization of these objectives in increasing the organizational performance appear as the effective factor. One of those leadership behaviors is instructional leadership. It is necessary to have the managers working in service marketing adapt the leadership behaviors and to make them see this responsibility on them. Managers who have taken the role of instructional leadership can maintain the marketing activities by setting the appropriate instructional strategies in line with the aims and objectives of the organization. Managers can provide an opportunity for an increase in performance of the organization and personnel by ensuring the increase in efficiency of marketing personnel within the learning organization. They can provide the optimum contribution to the organization by carrying out the necessary training and activities about marketing and by contributing to the development of personnel regarding continuous training. Moreover, well-educated and qualified personnel are required in service enterprises just like in all businesses. It is an important factor both for managers and personnel being well-educated in Service Marketing and the sustainability of those training activities in terms of businesses. It is a fact that training of personnel regarding every possible matter from marketing practices to marketing communication will provide value-added to the business and bring the success.
For example; if the personnel are trained regarding how to communicate with the customer, this communication may yield more effective results from all kinds of communication (Namal, 2011: 67) . Training activities regarding all these similar matters which will be given to personnel will increase the success of the enterprise.
Some training programs are held with the purpose of improving the knowledge level and skills of the personnel in companies. The purpose is to have the personnel gain standard characteristics for the current situation and to prepare them for the future. So companies have to make educational planning for them. Training programs in companies bring necessary knowledge and skills to the personnel, which is required to increase their performance. Training activities held in enterprises contribute a lot to the business management. It is necessary to prepare programs directed to meeting the related educational gap with the study which will be carried out after determining training requirements, to train the personnel and to improve them (MEGEP, 2007: 35).
METHODOLOGY
In this research, the opinions of the participant managers concerning the training and development of their personnel working in the service sector were evaluated. In this regard, a two-part questionnaire was applied to a total of 950 participants. In the first part of the questionnaire, the participants were asked about their personal information (sex, marital status, income, education etc.) via the classification scale as descriptive variables. In the second part, 55 questions were asked with the purpose of determining the relation between education and marketing communication and the opinions were questioned with 5 likert scale. It was defined as 1-Absolutely Agree and 5-Completely Disagree. Cronbach's alpha analysis was applied in order to test the reliability of the prepared scale.
The research phase of the study conducted took 15 months on average. Firstly a preliminary test was carried out in order to provide the reliability of the questionnaire. City of Istanbul was chosen as the target population and Besiktas district as the sample for the preliminary test. A total of 120 managers participated in the preliminary test. Data obtained from the participants were subjected to Cronbach's alpha analysis for the reliability of the questionnaire and the coefficient was found as 0,876. This number has proved that the scale and the questionnaire used is reliable. Likewise, the questionnaire used in the post graduate thesis titled as "The effect of stress on performance, a study on leader personnel of 40th infantry training regimental commendary by Yilmaz, 2006 " from Suleyman Demirel University Institute of Social Sciences was benefited. The questionnaire used in the article titled as "The Applied Analysis of the Effect of Training Provided to the Personnel in Food Production Enterprises on Production Efficiency: Korkmaz et all, 2012" published in the 3rd volume of Faculty of Agriculture Journal (16) from Harran University was also utilized and some contribution was made to the research.
While independent sample t test was used in analyses carried out regarding the variables composed of two independent groups, one-way ANOVA was preferred for the comparisons with three or more groups. ChiSquare tests were also used for independence research. The abovementioned tests were analyzed in PASW Statistic 18 package program.
Data Analysis
Data sets obtained following the questionnaire were analyzed in PASW Statistic 18 (SPSS-Statistical Package for Social Sciences) package program. Reliability analysis, frequency tables, descriptive statistics, independent sample t test, one-way variance analysis, Scheffeve Chi-square test were used within the scope of the analysis. Concerning the results of the reliability analysis, 55 items included in the analysis were found to be at high level of reliability.
Demographic Findings of the Participants
It has been found that 16% of the participants included in the analysis work in such places as Banks, Health and Insurance Institutions, Sports Centers and Education Companies; 21% of them work in Security companies. Regarding the distribution by sex, 62% is male. 35% is married and the spouses of 62% work. 38% of the married participants have 1 or 2 children.
34% of the participants work in a company with 50 employees by majority. 43% has the working experience between 10 and 15 years and 41% of them have been working in the current workplace for [10] [11] [12] [13] [14] [15] www.ijar.eu 78% of the managers think that the continuous training in service enterprises is obligatory. In EU harmonization process, the obligation of training all through business life for employees working in service marketing sector is supported. 52% of managers don't consider themselves as sufficient and well-equipped. 46% of the participants agree with the opinion that employees should constantly improve themselves as training and communication is continuous in service marketing. Hypothesis 1: Educational background of managers is not an effective factor on believing the importance of continuous training for giving better service.
In evaluation of the hypothesis; Sig value is found (0,000) < 0.05. H0 hypothesis is rejected accordingly. Educational background of managers is an effective factor on believing the importance of continuous training for giving better service. The ones with higher education believe less than other groups.
Hypothesis 2: Educational background of managers is not an effective factor regarding training given to employees has an effect on their working motivation and performance.
In evaluation of the hypothesis; Sig value is found (0,000) < 0.05. H0 hypothesis is rejected accordingly. Educational background of managers is an effective factor regarding training given to employees has an effect on their working motivation and performance. The ones with higher education believe less than other groups.
Hypothesis 3: Educational background of managers is not an effective factor in believing the importance of collective training.
In evaluation of the hypothesis; Sig value is found (0.000) < 0.05. H0 hypothesis is rejected accordingly. Educational background of managers is an effective factor in believing the importance of collective training. The ones with higher education believe less than other groups.
Hypothesis 4: Educational background of managers is not an effective factor on believing that continuous training increases the service quality.
In evaluation of the hypothesis; Sig value is found (0.011) < 0.05. H0 hypothesis is rejected accordingly. Educational background of managers is an effective factor on believing that continuous training increases the service quality. The ones with higher education believe more than other groups. Hypothesis 5: Managers' support for life-long training of their employees is not an effective factor on believing the importance of continuous training for offering better quality service.
In evaluation of the value is found (0.004) < 0.05. H0 hypothesis is rejected accordingly. Managers' support for life-long training of their employees is an effective factor on believing the importance of continuous training for offering better quality service.
Hypothesis 6: Managers' support for life-long training of their employees is not an effective factor for the effect of training programs provided to employees on their working motivation and performance.
In evaluation of the value is found (0.000) < 0.05. H0 hypothesis is rejected accordingly. Managers' support for life-long training of their employees is an effective factor for the effect of training programs provided to employees on their working motivation and performance.
Hypothesis 7: Managers' support for life-long training of their employees is not an effective factor on believing the importance of collective training.
In evaluation of the value is found (0.000) < 0.05. H0 hypothesis is rejected accordingly. Managers' support for life-long training of their employees is an effective factor on believing the importance of collective training.
Hypothesis 8: Managers' support for life-long training of their employees is not an effective factor on believing that continuous training increases service quality.
In evaluation of the value is found (0.011) < 0.05. H0 hypothesis is rejected accordingly. Managers' support for life-long training of their employees is an effective factor on believing that continuous training increases service quality. Hypothesis 9: Believing that employees should improve themselves via continuous training is not an effective factor for better quality service.
In evaluation of the value is found (0.000) < 0.05. H0 hypothesis is rejected accordingly. Believing that employees should improve themselves via continuous training is an effective factor for better quality service.
Hypothesis 10: Believing that employees should improve themselves via continuous training is not an effective factor for the effect of training programs given to employees on their working motivation and performance.
In evaluation of the value is found (0.012) < 0.05. H0 hypothesis is rejected accordingly. Believing that employees should improve themselves via continuous training is an effective factor for the effect of training programs given to employees on their working motivation and performance.
Hypothesis 11: Believing that employees should improve themselves via continuous training is not an effective factor on believing the importance of collective training.
In evaluation of the value is found (0.001) < 0.05. H0 hypothesis is rejected accordingly. Believing that employees should improve themselves via continuous training is an effective factor on believing the importance of collective training.
Hypothesis 12: Believing that employees should improve themselves via continuous training is not an effective factor on believing that continuous training increases service quality.
In evaluation of the value is found (0.003) < 0.05. H0 hypothesis is rejected accordingly. Believing that employees should improve themselves via continuous training is an effective factor on believing that continuous training increases service quality. Hypothesis 13: Sex and individual's considering herself/himself successful in the job are independent. Asymp. Sig value is below 0.05. H0 should be rejected accordingly. Sex and individual's considering herself/himself successful in the job are not independent. In analysis of Crosstab, it is observed that men consider themselves more successful. Hypothesis 15: Educational background of managers is not an effective factor on evaluation of efficiency and performance training.
In evaluation of the value is found (0.002) < 0.05. H0 hypothesis is rejected accordingly. Educational background of managers is an effective factor on evaluation of efficiency and performance training.
Hypothesis 16: Educational background of managers is not an effective factor on believing that sales and marketing is the most important factor of communication.
In evaluation of the value is found (0.008) < 0.05. H0 hypothesis is rejected accordingly. Educational background of managers is an effective factor on believing that sales and marketing is the most important factor of communication.
Hypothesis 17: Educational background of managers is not an effective factor on believing that communication is the most important factor.
In evaluation of the value is found (0.000) < 0.05. H0 hypothesis is rejected accordingly. Educational background of managers is an effective factor on believing that communication is the most important factor. 
RESULT AND EVALUATION
 Concerning the reliability results following the questionnaire analyses, the confidence level was found high. The majority of the participants were determined as male and single. The spouses of 62% of the married ones work. 38% of them have 1 or 2 children.  Concerning the workplace; 34% works in a company with more than 50 employees. 43% has 10 or 15 years of working experience and 41% has been working in the same workplace for 10 or 15 years. 35% has an income over 2500 lira. 93% is postgraduate. 78% knows a foreign language.
 78% of the managers think that continuous training is obligatory in service enterprises. In EU harmonization process, the obligation of training all through business life for employees working in service marketing sector is supported. 52% of managers don't consider themselves as sufficient and well-equipped. 46% of the participants agree with the opinion that employees should constantly improve themselves as training and communication is continuous in service marketing.  The educational background of managers is an effective factor on the importance of continuous training for better quality service. The higher the educational status of managers is, the higher the awareness about providing training to increase service quality is.  The managers with high level of education is found to be an effective factor on the necessity of employee training in order to increase their working motivation.  Collective training group increases the consciousness and creates more harmonized working environment within the group. The managers with high level of education provide support concerning this matter.  Continuous training is a must factor in service sector and increases service quality.  The managers supporting life-long training of their employees believe that continuous training and collective training are important for better quality service, they can increase the motivation of employees with this way, and continuous training increases service quality.  The managers believing that employees can improve themselves via continuous training also believe that continuous training and collective training are important for better quality service, they can increase the motivation of employees with this way, and continuous training increases service quality.  Men consider themselves more sufficient and well-equipped than women in their jobs.  Working experience of the participants was found to be an effective factor on thinking the obligation of training all through business life for employees working in service marketing sector in Turkey's harmonization process with EU. The employees working for 15-20 years support this matter more.  The educational status of managers is an effective factor on evaluation of efficiency, performance and training, and believing that sales and marketing is the most important factor of communication.
